Abstract: This article introduces the scale of corporate reputation (CR) for Chinese companies. CR can be enhanced by promoting customer trust (CT). Furthermore, good CR can strengthen customer loyalty (CL) and customer satisfaction (CS) which in turn highlight the importance of CR for Chinese companies. This article provides the measuring method and relative factors of CR so that Chinese companies are in a position to enhance their reputation in a more effective and reliable way.
Introduction
In China, the rapid economic development brings a high degree of trade freedom and product homogeneity. Without too much difference among companies, CR has become an important indicator affecting customers' purchasing choices. Consumers are inclined to purchase products from companies that have a strong reputation [1] .
One of the significant targets for corporate management strategy is to strengthen CL so that it can prevent clients from switching brands. Customers typically have a main tendency which captures the majority of their purchases [2] . Through a detailed and in-depth study of the relationship among CR, consumer attitudes as well as consumer behaviours, CR can be better understood and managed. In addition, organizations can improve CS, CL by adjusting corporate behaviours in order to enhance the competitiveness of enterprises in their fields.
Conceptual background
Scholars in the past normally discussed CR as a one-dimension variable [3, 4] . However, further research has put forward a multidimensional method to evaluate CR [5] . There is no practical reputation measurement scale so far in China.
Numerous scholars have been doing research on the measurement of CR [6] . Some measurement scales are widely accepted by other scholars in the same field. Walsh and Beatty (2007) develop a reputation measurement questionnaire mainly focusing on service companies, obtaining customers' evaluations of CR through 28 indicators [7] . Then, Walsh et al. (2009) reduce the scale to 15 items and test the scale in Germany and the United Kingdom [8] .
As for Chinese companies, the establishment and maintenance of CR are indispensable. CT has long been recognized as a precondition for establishing and sustaining the long-term relationship between a client and a product or service provider [9, 10] . If the company wants to survive better and be competitive in the industry, it is important to capture the trust of its clients [11] . Customers who trust the enterprise will have more positive evaluation to the company.
H1: Trust has a positive effect on customer-based corporate reputation (CBCR). Homburg (2001) argues that the combination of customer perceptions of all experiences and the affective evaluation of the company is CS [12] . In fact, one of the factors influencing CS is CR. A good CR makes it easier for customers to access quality service and products, greatly improving CS [13] . Carmeli This study puts forward three factors which might relate to CBCR. CT is considered to have two components, manifested as credible trust and kind trust [18] . It is judged by four items adapted from Doney & Cannon (1997) and Jin et al (2008) [4, 19] . The mean inter-item correlation is 0.26. The scale of CS consists of three items, adapted from Walsh et al. (2006) and Maxham and Netemeyer (2002) [7, 20] . The mean inter-item correlation is 0.27. Scales of CL are adapted from Aydin and Özer (2005) [21] . Therefore, we propose CL to be a comprehensive concept that includes both attitude loyalty and behaviour loyalty, which is assessed by three items. The mean inter-item correlation is 0.29.
This article tests the correlation among CBCR, CT, CS, and CL. Table 3 .2 shows the mean and standard deviation of four variables. The model does not violate the normality, collinearity and the same variance assumption.
It can be seen from the outputs in Table 3 .2 that there is a clear positive correlation among customer reputation, CS, CT and CL, which are respectively 0.59, 0.57 and 0.44. All of which are significant at 0.01 level. Therefore, CBCR can be considered as having a significant correlation with the three variables. 
Structural equation model and hypothesis testing
The structural equation model can estimate the relationship among factors and can estimate the fitting degree of the whole model. The model has 25 observable variables. Q1-Q15 are the constituent indicators based on the customer's reputation. Q16-Q18 is the index of CS. Q19-22 is the observable index of CT, and Q23-Q25 is the index of CL. After adjusting the model according to the index and the path coefficient, the indicators of fitting degree are shown in The scale's validity should be tested further. Therefore, we need to do regression analysis. Before performing multiple linear regression, the issue of multicollinearity needs to be ruled out. Multiple collinearity problems can be judged by the tolerance and variance inflation factor (VIF).
From Table 4 .2, we can see the regression results of CS and five-dimensional reputation variables. From the overall regression results, tolerance of each variable is greater than 0.6, closer to 1. VIF is less than 10, indicating that the data do not exist serious multicollinearity. The adjusted R 2 for CS and CL are 0.400 and 0.218. F statistics of the regression results are 52.870 and 22.645. The significant values of F are both 0.000, indicating that the overall regression effect is significant. All the hypothesized paths are significant. The path coefficient of CT to CBCR path is 0.672, p <0.001. The path coefficient for CL path based on the CBCR is 1.203, p <0.001. The path coefficient based on the CBCR versus CS path is 1.082, p <0.05. The results show that CT can be used as a contributing factor of CBCR. CBCR affects CS and CL. This result is consistent with some of the available studies [8] . Furthermore, from the regression result, we find that the three dimensions (good employer, reliable and solid financial, product and service quality) are significantly related to CS and CL. Customer orientation, social and environmental responsibility is only significantly related to CS. Therefore, we believe that the overall CBCR has a causal relationship with CS and CL. However, not all dimensions are equally important to CS and CL.
Discussion and implication
Discussion. Based on the results of the model analysis, it can be seen that CT has a positive effect on CBCR. The conclusion of this study is consistent with the results of some previous studies. They consider CT is directly related to CR [4] .
As we can see, the second hypothesis in this article is acceptable. Through the above test of the reliability and validity of the model, the model obtained in this paper is credible and can reflect the relationship between the enterprise reputation of Chinese enterprises and CS.
With regard to CL, signalling theory has predicted the relationship between CL and CR. In this paper, we get the conclusion that CBCR has a direct impact on CL, and the impact is positive.
Implication. This paper has a certain enlightenment to the management of CR from the perspective of customers for Chinese enterprises. Managers can directly get customers' ideas. A comparison of previous, present, and future CR indices can clearly show how business is changing and growing. Managers are more likely to discover potential problems and adjust strategies in time.
Furthermore, this research can help companies recognize the importance of reputation management. Higher CT will help businesses get a higher reputation rating. A good CR can positively impact CS and CL. Managers can track the customer's attitude through the evaluation results of CS. The model of CL can be used as a reference for companies to identify loyal customers and monitor changes.
At last, the result can be the reference of other industries such as the service industry and the garment industry, which mainly provide products and services to customers. For Chinese enterprises, they can use the scale to find out the key problems of their own enterprises, utilize limited resources to improve the reputation of customers more effectively, and improve the performance of enterprises.
Conclusions, limitations and further research
Conclusions. This study aims to make the following contributions. 1. Make appropriate amendments to the model so that it can be better applied to Chinese enterprises; 2. Emphasize the importance of CR to managers by proposing specific measurement scale and its associated determinants; 3. Explore the relationship on the basis of retail industry, one of the most important and typical industries in China.
To achieve above goals, we have done a great deal of analytics to explore CBCR models and its relationship to CT, CS and CL. The study uses a representative sample and selects the appropriate respondents. In data analysing part, this paper tests the enterprise reputation index and the structural equation model for all the influencing factors. The study of the antecedents and consequences of CR can draw the attention on managers, find the specific direction of reputation management and improve it from different aspects.
In summary, CBCR has five components. After examining the indicators in each dimension, the model of CR can be a good fit for Chinese enterprises. Therefore, this research has made some contributions on CR for companies in China.
Limitations and further research. This paper explores the direct impact of the four factors but does not test any intermediaries. Future research can explore more influential factors related to CR. Second, China is one of the developing countries that has a rapid economic growth and a considerable number of emerging enterprises. Our research, to some extent, has filled the blank of reputation research from the perspective of geography. Future scholars can investigate and apply the model of this article in their own country.
In addition, this study collects data from supermarkets' customers. Future research can explore other industries, such as manufacturing companies and financial companies, to test the effectiveness of CBCR models. The last limitation is that the article uses single method to evaluate independent and dependent variables that may be subject to common method bias. Following research could use diversified research methods.
